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ABSTRACT 
In my Theseus I study what a modern brand 
is and how a personal brand can increase the 
brand value. I go through why to brand and 
how a personal brand is build as well as demon-
strate how I use these tools in the building of the 
Casa Borrell brand, while keeping the personal 
brand of the founder connected throughout the 
process. I research current examples of strong 
personal brands and what can be learned from 
them. In my design project I concentrate on 
defining what the brand Casa Borrell is. 
I aim to build a genuine and consistent brand 
from the already existing elements as well as 
by emphasizing other elements and aspects 
I find essential, such as personal branding. I 
present the strategy I have created based on the 
information and observations I have obtained 
during my research, as well as go through the 
design process in phases showing my steps to 
the final result. As an end product I introduce a 
visual identity that seamlessly projects the brand 
and strategy of  Casa Borrell.
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TIIVISTELMÄ 
Opinnäytetyössäni pohdin, mikä moderni 
brändi on, ja kuinka henkilöbrändi voi nostaa 
brändin arvoa. Käyn läpi, miksi brändääminen 
kannattaa, miten henkilöbrändi rakennetaan 
sekä miten olen käyttänyt näitä keinoja raken-
taessani Casa Borrellin brändiä pitäen samalla 
yrittäjän henkilöbrändin liitettynä siihen läpi 
koko prosessin. Tutkin ajankohtaisia esimerkkejä 
vahvoista henkilöbrändeistä ja pohdin, mitä 
heiltä voitaisiin oppia. 
Suunnittelutyössäni keskityn määrittelemään, 
mikä Casa Borrellin brändi on ja pyrin sen 
pohjalta rakentamaan aidon ja johdonmu-
kaisen brändin jo olemassa olevista elemen-
teistä kuin myös korostamalla muita piirteitä ja 
osa-alueita, jotka koen keskeisiksi, kuten hen-
kilöbrändäämisen. 
Esitän tutkimukseni pohjalta suunnittelemani 
brändistrategian, ja käyn vaiheittain läpi visuaa-
lisen ilmeen suunnitteluprosessin. Lopputuottee-
na esittelen Casa Borrellin brändin ja strategian 
kanssa saumattomasti toimivan visuaalisen 
identiteetin. 
Henkilöbrändi & miksi hyödyntää sitä yritysbrändäyksessä.
Visuaalinen identiteetti ratsastusvaatemerkille Casa Borrell.
Opinnäytetyö Sarianna Kymäläinen.
Sivumäärä 105.
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9INTRODUCTION
1.1 Choice of subject & 
backgrounds 
The subject of my thesis is personal brand 
and how to utilize it in company branding. 
As my design task I am designing a visual 
identity and creating a brand strategy for 
an equestrian clothing line Casa Borrell. 
When I was planning on my subject I felt 
like I wanted to concentrate on graphic de-
sign and something brand related rather 
than working on new packaging solutions. 
I started to plan the subject on my 
internship when my counselor suggested 
I could do my thesis for the company JBC 
which I was doing my internship for. In the 
end it was difficult to find a subject con-
cerning branding, packaging or graphic 
design in a big clothing company that al-
ready had very a strong visual identity and 
brand through their long history and didn’t 
really use packaging in their stores. That is 
why I started to look for something else. 
My friend Saori Tsuda, whom I had 
worked with before my design studies, had 
launched her clothing line Casa Borrell a 
few years ago. She asked me if I could de-
sign a catalogue for her. As we discussed 
the design task I noticed that she did not 
really have a strong visual look or brand 
strategy yet for her company. That is when 
I realized that this would be a perfect task 
for my thesis - creating a visual look and 
a brand manual for her company! I could 
combine my love for and knowledge of 
horses as well as all the fashion knowledge 
I had acquired during my internship and 
my design studies. 
I suggested this to her on top of the cat-
alogue design and she got very excited. We 
agreed that I would provide her the brand 
manual and if there are still sectors that 
need to be worked on we would discuss 
the possible collaboration after my thesis is 
finished. I am very happy with my subject. 
It is great to be collaborating with a person 
I already know is good to work with and 
who is as, if not even more, excited about 
the process as I am.
 I think it is interesting and instructive to 
get to be part of creating a visual look and 
brand of a young company instead of just 
creating a side project for a company that 
already has a strong brand. This subject 
really gives me a huge opportunity to make 
an impact and hopefully help the young 
brand to stand out amongst the endless 
amount of competitors.
Whereas the choice of the subject for 
the design task fell easily on its place, the 
choice of the subject for the written part 
was a real brain-teaser. I wanted to assay 
something more specific than just the 
visual identity or brand book itself. It took a 
long time to define the idea but in the end I 
ended up with personal branding and how 
1 . 0
I n t r o
d u c t i o n
the end I ended up with personal brand-
ing and how certain people can be linked 
as the face of the company by using the 
personal brand. The topic is in my opinion 
an interesting and very current issue on the 
field of marketing and branding. It plays an 
important role in equestrian brands which 
often sponsor successful athletes, who can 
be seen as some kind of faces of the brand. 
Even though using an athlete’s brand is 
very common, for some reason bringing up 
the founder’s or designer’s personal brand 
is very rare. I wanted to deliberate whether 
highlighting the founder’s and designer’s 
personal brand would be a smart and 
powerful move to stand out from the other 
brands, bring extra value and make it easy 
to approach. In my written thesis I am dis-
cussing shortly what a brand is before I go 
deeper into what a personal brand is. 
I am going to talk about building a 
personal brand, how it behaves and why 
in the first place to even brand yourself or 
your company. Most importantly I am look-
ing into how a personal brand can be com-
bined with the company brand to project 
a certain person as the face of the whole 
brand. At the very end of my thesis I am go-
ing through the design process of the visual 
look and brand manual for Casa Borrell as 
well as presenting the final product.
1.2 Study design & re-
search methods
The research is mainly based on written 
sources - literature and Internet sources. 
I have tried to find up to date literature 
discussing branding, graphic design, luxury 
products as well as example stories of suc-
cessful companies with a strong personal 
brand as the face of the company brand. I 
am also referring to the knowledge I have 
received from my lecturers and to the 
course materials.
I am consulting and interviewing the 
client to really get hold of the correct mood 
and feel of the brand, and to understand 
the goals and priorities of the company to 
be able to design a functioning visual look. 
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Traditionally brand is thought as the name, 
logo, concept, sign, symbol or some other 
quality that separates the product or 
service from the other products and ser-
vices on the market, but it is actually just a 
fraction of the brand in the modern society 
we live in. The brand is not anymore only 
what can be seen, but what the company 
does, how it communicates, sounds and 
feels, as well as how consumers talk about 
it. It is not simply just a logo and a color, it is 
the leading mindset of the whole organiza-
tion, the philosopher behind every decision 
it makes. They create communities, they 
change the way of doing things, they cre-
ate phenomenons. They modify trends and 
change the way of thinking. While the vi-
sual elements are an important part of the 
brand, what it actually is, is the entirety of 
all these material and immaterial factors. 
(Malmelin, Hakala 2008, 17-18, 32.) 
2 . 0
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2.1 Why to brand?
The stores are filled with products of a vari-
ety of quality and prices. They offer a huge 
amount of options for the consumer to 
choose from, but the actual stores are not 
the only sources of products anymore. The 
Internet has enabled the companies to sell 
also Online with even broader supply. 
Next to these products there are all kind 
of services, possibility to order from all 
around the world and a wide range of im-
material products. It is clear that standing 
out from all these masses has became the 
biggest challenge of all the products and 
services out there.(Malmelin, Hakala 2008, 
22.) This is why branding has taken a very 
important role in the corporations and their 
marketing. Brand individualizes and distin-
guishes the product - not only by the looks 
of it but by the immaterial qualities and the 
promises it gives. 
With branding the corporations have the 
ability to create relationships with the con-
sumers. Like Chip Hartman (2011) points out 
in his e-book “Basics of personal branding” 
brand is a reputation which means every-
one will have one even if they are not aware 
of it. That is why it is important to invest in 
the branding - if the brand is not controlled 
consciously the audience will define it and 
that might not be what was hoped for. 
Since the age of the products have been 
getting shorter it has become more and 
more important to create a good reputa-
tion and relationship amongst the consum-
ers to make sure they will buy the product 
or service also in the future. 
When a product gains loyal customers 
it leads to financial results - price can be 
set higher because the customer knows 
the product is worth it and savings will be 
made from marketing and distribution 
costs. A pleased customer talks about 
good experiences and works as a great 
advertisement for the product. (Malmelin, 
Hakala 2008, 27.)  The benefits of branding 
do not only reach the product itself but the 
whole organization and its performance. 
When the consumer learns about the 
product, the notions and experiences he or 
she creates grow into an impression that 
usually covers the whole corporation. 
It is important to realize that investing in 
the brand is actually investing in the future 
instead of just the next buying decision. 
Even though the brand is based on the his-
tory of the corporation it is also a promise 
of its future. It can not straightforwardly 
predict the success of the corporation in the 
future but it can give a good insight of the 
possibilities. After all over 50% of the brands 
on the list of the 50 most valuable brands in 
the world are over 50 years old. (Malmelin, 
Hakala 2008, 28.) This is a very interesting 
fact for investors which is why a strong 
brand can get better funding possibilities. 
It also makes commercializing, marketing 
and launching new innovations easier. 
A recognized brand makes not only the 
product desirable but also the corporation 
desirable as a partner and employer. 
These networks and the brand itself are 
growing their importance because they are 
something a competitor can not copy as 
they can production systems, quality and 
efficiency. (Malmelin, Hakala 2008, 27-29.) 
Today it is a competition of the corpo-
rations, but most importantly a brand 
competing against a brand instead of a 
product against a product as the strategy 
researchers Gary Hamel and C. K. Prahalad 
(1994) has brought it out (Malmelin, Hakala 
2008, 29).
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2.2 What is a personal 
brand?
Chip Hartman (2011, 3) defined a person-
al brand very well and clearly by writing 
following: “Your personal brand is the 
“mental picture” others have of you. It is 
the sum total of values, talents and actions 
that others tend to automatically associate 
with you”. In fact everyone has a personal 
brand whether they wanted one or not but 
not everyone decides to enhance it.
 Many people see a brand as a combi-
nation of an imago and a reputation, but 
actually these are just a result of the brand. 
(Kortesuo 2011, 8.) What is really different 
between a company brand and a personal 
brand is the ability to create networks. Just 
a company itself does not create a strong 
personal relationship with a human being - 
it is the people you remember and they are 
the ones you will be communicating and 
working with. Unlike the company brand a 
personal brand is always visible. 
When a person is passioned about 
what he/she does for living he/she natu-
rally talks about it with the people he/she 
communicates with even just on a daily 
basis or a casual settings. This way the 
person is automatically associated with 
his/her work and the passion for the work. 
(Bastianelli 2017.) Later on when people 
are dealing with tasks related to the work 
of the passioned person they will think: 
“Hey, I know this great person, didn’t she/
he have a company in this field? He was 
great, I should hire her/him to help me out 
with this.” Once again you go back to the 
point where you will be reminded not to 
force your brand - you actually have to 
care about what you are doing to be able 
to have a genuine and honest brand which 
will appeal to other people. 
Like an experienced business professor 
Ann Bastianelli (2017) once said: “People 
do not care how much you know, until they 
know how much you care.” There are a lot 
of people out there with a great knowledge 
so why would anyone pick out that person 
who could not care less about what he/
she was doing when next to that person 
there is always someone with the same 
knowledge and a great passion to use it? 
(Bastianelli 2017.)
17WHAT IS A PERSONAL BRAND?
Personal branding will help you to stand out.
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3.1 Know yourself
Since personal brand is basically one’s 
own personality polished it is impossible to 
purposely create a personal brand without 
knowing yourself since one can not build 
anything on something that is not there. This 
is why one has to find qualities and talents 
within themselves to build their brand on 
them. 
Many people think they already know 
who they are and what they offer until they 
actually have to write it out. In the very be-
ginning of one’s brand adventure he/she has 
to clearly define him-/herself. In the following 
chapter I will rule out some of the brand 
questions Kortesuo (2011) has brought up 
in her book “Tee itsestäsi brändi” and write 
them open into a guide how one can build a 
personal brand by him-/herself.
In the beginning it is important to write 
down what you are like: are you bold and 
loud or elegant and subtle instead. Just as 
important as knowing who you are it is to 
know who you are not. So write down all 
that you are not and what you do not want 
to be an it helps you to stay away from those 
certain attributes. 
List down your strengths and weaknesses. 
This helps you to know what to emphasize 
and sell, and what to develop and stay out 
of over-selling. Being aware of your weak-
nesses you are ahead of things and create 
an honest image of yourself by showing all 
your cards. List down also your main values 
and ethics - perhaps you feel passioned 
about eco-friendly solutions or is creating 
appealing products more your calling? Pas-
sions are something that give you a great 
opportunity to connect with your target 
group which helps you to gain long lasting 
loyal customers. 
Last but not least think through why are 
you creating a personal brand and what do 
you want to achieve with it. Make research 
on your competition and what is on the mar-
ket already. Estimate why your target group 
would like to associate with you in partic-
ular and how do you stand out from your 
competitors. It does not help that you know 
your product or services are better than your 
competition if it does not come across to 
your potential customers.
After you have contemplated your brand 
details on your own it is important to explore 
how other people see you. Kortesuo (2011, 
25) advices to find someone who is not too 
close to you. You should search for a person 
who knows the field you are working on and 
understands about branding.  You, as well 
as your close friends and family, might see 
your brand very differently from your target 
group and strangers since your close ones 
know all your aspects - also the ones you are 
consciously or unconsciously hiding from 
3 . 0
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Since you have now figured out all the 
aspects of your brand you should orga-
nize and priorities them into one small, 
clear and concise pitch. An elevator 
pitch is a small text that sums up your 
whole brand. You can never know when 
you will have an important opportunity 
to present what your brand is all about 
and usually you won’t have the time to 
tell your whole life story. (Paul 2010, 5.) 
Even if you did have the time it is 
rather difficult to give the other person 
a clear and interesting image of your 
brand by rambling on about your 
childhood when all they wanted to hear 
was what you do and offer right now. By 
having a pitch prepared you also mini-
mize the uncomfortable stuttering and 
finding for words that in the end might 
not have been exactly the ones you were 
looking for but settled for at the moment 
of stress and rush. Overall it helps you to 
give a well put together and professional 
image of yourself and leaves the other 
person with the feeling of you knowing 
exactly what you are doing.
3.2 Who is your brand 
for?
After figuring out what your personality, 
thoughts and talents behind your brand 
is you can move to the more business 
orientated side of the creating process. 
Based on all that you have now learned 
about yourself think through what do 
you actually offer to your customer and 
what is your target group. Your product 
or service will help you out in this task 
by giving you a strong direction of what 
your target group should be. 
If you are designing iPhone covers it is 
only natural that your target group is not 
elderly people who appreciate tradition-
al products since they most likely do not 
own an iPhone. Or if you are designing 
tools to help disabled people your target 
group should not be young gymnasts. 
When you have figured out what your di-
rection with the target group should be 
go just a little bit deeper - from teenag-
ers to teenagers who are bold and not 
scared to stand out. 
It is always better to please one specif-
ic group very well than to please a huge 
group so and so. Quality over quantity. It 
is alright if not everyone likes your brand, 
that is only natural, you simply can not 
please everyone. That is why it is better 
to have strong emotions connected to 
your brand than lukewarm thoughts. 
One should aim to have a small group 
who love the brand instead of a large 
group who just like it. Small amount of 
passioned fans is way more efficient 
than a large group of followers. (Whitler 
2014.) This helps you to stand out and 
to create a community and discussion 
around the brand. Snask, a Swedish 
creative agency, is a great example of 
provocative branding and stirring up 
strong emotions - in good and bad. 
Their tag-line “Make enemies & gain 
fans” tells how you should not be afraid 
to make enemies on your way but 
instead be empowered by them. When 
people start to commonly identify cer-
tain type of lifestyle to your brand a com-
munity starts to form. They see that bold 
people use this particular brand and 
think: I want to bee seen as a bold per-
son which is why should I use this same 
brand to reflect my boldness to people 
around me. (Öst, Berg 2015, 54-55.)
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3.3 Personal brand commu-
nicates constantly
All interaction are communicating which means 
that a personal brand has a lot more communi-
cation than a company brand does (Malmelin, 
Hakala 2008, 42). For a company brand it is easier 
to decide when they want to communicate. They 
post something on-line, they have a pop-up store 
or they publish an advertisement. These are all 
well thought and decided occasions of communi-
cation. For a personal brand it is not that easy to 
decide when it wants to communicate and when 
not since our daily life influence it strongly (John-
son 2017, 23). 
When you go to a bus and complain loudly on 
the phone about your terrible day at work you 
can not decide that at this very moment I am not 
communicating as my brand because you are 
your brand - your face combined with that action 
gets automatically connected to your profession-
al brand. Later on when you are at work telling 
how much you love your job the person who 
heard you on the bus might think you and your 
brand are fake. 
Even though the constant communication 
can be challenging at times it can also be very 
valuable when exploited. When your brand is 
well based on truth and your actual personality 
you do not need to fake it and just a simple kind 
gesture on daily basics towards another person 
can strengthen your brand and spread positive 
image of it. A great example of this is the case 
when our president Sauli Niinistö at the Indepen-
dence Day reception in 2017 picked up the fallen 
walking stick for the veteran who dropped it. 
This was not a huge gesture but it made a huge 
impact on everyone world wide and strengthened 
Niinistö’s brand as a humble and kind people 
person. (dustofoblivion123 2017; randomlettrs 2017; 
C Salonius-Pasternak 2017.)
To minimize the damage your out of business 
identity might do to your brand a personal brand 
should always consider having separate social 
media accounts from your own identity. This way 
you can concentrate on emphasizing the good 
qualities on your public brand image yet be 100 
percent you with your closed ones on your private 
accounts since the brand is not your whole entity 
instead some features and habits are consciously 
or unconsciously hidden away from the audience. 
(Johnson 2017, 23-4; Kortesuo 2011, 10.)
Social media is a great way of communicat-
ing and promoting your brand. These days it 
is almost impossible to stand out and succeed 
without making use of it (Hartman 2011, 4). On-line 
you can go viral in seconds and reach the whole 
world with a single click of a button. The best is to 
give the customer a possibility to choose which 
channel he/she wants to use to reach you so next 
to your website and traditional email think about 
creating Facebook, Instagram and Twitter pages 
as well as to other possible social media plat-
forms to maximize your reachability.  (Cass 2011.)
A brand should always have a well thought 
communication plan which will be consistently 
adapt to all the communication and social media 
channels that the brand uses (Anderson 2016, 
48). These channels should be based on the use 
of the target group - it is useless trying to reach a 
large amount of elderly people from Snapchat. 
The plan should also go through how the brand’s 
visual look will communicate and come across to 
it’s consumers as well as how it will speak to them 
and what kind of written language it uses.
 A great way to set out the way you want to 
communicate is your own personal website which 
is one of the personal brands most important 
connection to potential clients. The website as 
opposed to social media channels can be fully 
personalized to the brand’s look and needs.  It is 
the first thing people will search for when they are 
interested in your brand and you can fill it with 
more detailed information as the backgrounds 
and values of the brand which you usually would 
not have the time to share. It is important that the 
website speaks the language of the brand and 
the content is prepared with high quality pictures 
and clean text to give the professional look of 
your brand. (Anderson 2016, 51-52, 54.) 
Other social media tools are Twitter and Face-
book where you can post a variety of material 
and repost other interesting posts, Pinterest and 
Instagram where you can share pictures and in-
spiration, as for video sharing YouTube or Vimeo 
will be in place. Out of social media you can use a 
blog, give lectures or for example arrange events 
where you can communicate with the target 
audience. (Johnson 2017, 23.)
Social media is an important communication channel for a personal brand.
Illustration: Sarianna Kymäläinen 2018.
3.4 Keep evolving
Sustaining a personal brand is a lot like 
sustaining any brand. You need to keep the 
brand out there with posting constantly 
and systematically on your social media 
and releasing advertisements of your com-
pany. It is a lot like keeping up any relation-
ship - once you’ve seduced the consumers 
to come to you it is not the time to simply 
be happy they are there and leave it be. 
You need to keep them with you by giving 
them attention, showing up, creating con-
versations and in overall staying interesting 
so they form a strong relationship with you 
and never want to leave. (Honkonen 2017.)
One essential ingredient of staying in-
teresting is to keep evolving. For a personal 
brand it is only natural since you are a 
human and we all evolve during the years. 
We age, we learn more and we change our 
interest or preferences. Even though a com-
pany does not behave the same way as 
humans do it should evolve the same way. 
There is no brand that can stay exactly the 
same for decades - the world changes, 
technology evolves and new information 
is released daily and the brand and its 
products should keep up with it to be able 
to stay current and successful. Therefore 
long term sustaining always includes some 
change but it should never make a total 
U-turn. (Kortesuo 2011, 31-33.)
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Illustration: Sarianna Kymäläinen 2018.
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3.5 Get an army of brand 
ambassadors
The word-of-mouth is a efficient way of pro-
moting your brand. It is a way of promoting 
where your customers spread the positive 
word of your products to other people. 
Ninety-two percent of consumers admit 
trusting word-of-mouth over any other form 
of advertising (Grimes 2012). Unfortunately 
the word-of-mouth is not easy to control but 
there are ways that help to increase it and 
use it as a tool for sustaining and promoting 
the brand. 
One of these ways is to use a brand 
ambassador which is an individual chosen 
by the company to represent their brand by 
wearing and/or promoting their brand on 
their social media and daily life. As an ex-
change they will be given free products and/
or discounts. (The legal equestrian 2014.)
A lot of equestrian brands use both 
professional and amateur riders as their 
ambassadors. For example Animo has a 
huge amount of top professional riders as 
their ambassadors including FEI Longines 
show jumping top 20 riders Kent Farrington 
(#1), Christian Ahlmann (#15) and Scott Brash 
(#19) (Animo Slr 2018; Fédération Équestre 
Internationale 2018). 
Top riders give great visibility to the brand 
by showing up constantly in the television, 
magazines and social media. They also 
work as the role model for the consumers 
setting out the “I want to be like that” factor. 
As for amateur ambassadors they are easy 
to approach and identify with and they are 
mingled right in the middle of the potential 
customers. A good brand ambassador 
genuinely loves the brand and is an out 
standing personality - when they stand out 
also what they wear stand out. 
This can also work not only as positive im-
age for the brand but as a negative image 
which is important why an ambassador has 
to understand the responsibility they have. 
They should know how to be polite and 
behave well in person as well as in the social 
media. A bullying mean person with bad 
quality posts and spelling mistakes will only 
set potential customers off from the brand. 
(The legal equestrian 2018.)
Kylie Jenner, the world’s most followed 
individual in the social media with her 106 
million Instagram followers, is a great exam-
ple of a brand ambassador. She has been 
working with brands such as Puma and 
skincare line Nip + Fab as well as promoted 
Waist Gang Society in Instagram. She has 
become known from a reality television 
show and is now using her fame in promot-
ing as is most of her family members includ-
ing Kendall Jenner as Adidas’ ambassador 
and Kim Kardashian promoting energy 
drink Hype and Atkins Diet among others. 
(Tifverman 2017; Ward 2017; Addams Rosa 
2016; Hype Energy 2018.)
Kylie Jenner as Puma’s brand ambassador.
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EXAMPLES OF PERSONAL BRANDING: 
4.2 —  Maria Veitola 
4.3 —  Minna Parikka
4.4 —  Steve Jobs & Apple
4.5 —  Utilizing a personal brand 
4.6 —  Combining two brands
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Veitola is a Finnish television and radio per-
sonality, screenwriter and talk show host. 
At the moment she has a television show 
called Yökylässä Maria Veitola, where she 
spends one night as a guest of a famous 
person. Before she has made herself known 
for example from talk show Maria! and 
radio channel Radio Helsinki. Veitola has a 
bold feminist brand and is known for not 
being scared to say what she thinks. She 
has strong opinions and enjoys discussing 
and debating them. 
Because of this there are people that 
love her and the way she says what she 
wants to when she wants to, but on the 
other hand there are people that she really 
strokes against their hair. You can see 
Veitola basically everywhere, she works 
hard and refers to herself as a ‘ladyboss’. 
(Hakamo 2017, Makkonen 2017, mystery 2017, 
Vuoripuro 2018.) Veitola is a great example 
of a brand that stirs up strong emotions 
- you either love her or she annoys the life 
out of you. But as you can see from Veito-
la’s success it is not a bad thing that not 
everyone loves, or even likes you. I think in 
a way the saying “Any publicity is good 
publicity” is partly true. It is okay to break 
the old ways and norms a little, it starts 
conversations and changes the way peo-
ple think. But without saying there is bad 
publicity too, you just have to know where 
the boundaries go.
If you keep doing what everyone else is 
doing you are not going to stand out, you 
are not going to change anything and it is 
basically not worth that much. It is not any 
news that a personal trainer eats salads 
but if a personal trainer’s secret pleasure is 
to bake a cake every weekend that is worth 
some magazine’s page space - it creates 
thoughts and by these thoughts you will 
stay in peoples minds. Just like Veitola does 
with her strong opinions and boldness to 
discuss topics that are by the old norms not 
supposed to be discussed.
MARIA VEITOLA
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Minna Parikka is a Finnish shoe brand 
widely know all over the world especially 
for its bunny shoes. They are sold in over 25 
different countries in stores such Harrods, 
Liberty London, Luisa Via Roma and Gal-
eries Lafayette Beijing while celebrities like 
Cara Delevingne, Kylie Jenner, Lady Gaga 
and Taylor Swift walk in them. (Minna Parik-
ka 2018.) Parikka was named the Finland’s 
Young Designer of the year on 2014 with her 
bold and playful style balancing beautifully 
with elegance and luxury (Rinta-Tassi 2014). 
The exaggerated and not very typi-
cal Finnish style was in the early years of 
the brand thought never to succeed in 
Finland. Against all the odds the brand 
keeps on getting bigger while maintaining 
its signature look with tassels and bunny 
ears. (Salmi 2016; Rinta-Tassi 2014.) Minna 
Parikka is a great example of a very strong 
personal brand which has grown into a 
company embodying the personal style. It 
shows how the designer’s true personality 
and passion for what she is doing creates a 
genuine and whole brand appealing to the 
audience. What you can learn from Minna 
Parikka’s brand is how you should keep an 
eye on what other people are doing with-
out blindly following the trends - by simply 
following you will never be a leader. Doing 
what others do is easy but to do something 
different and to stand out is what a great 
brand does.
MINNA PARIKKA
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Jobs is basically the prime example of the Amer-
ican dream - extraordinarily bright child who 
dropped out of college in a need of direction and 
ended up building a technology empire out of 
nothing with his friend. He was ousted from the 
board of Apple and eventually sold his share of 
the company to start the NeXT Computer Co, 
which concentrated on the computer softwares. 
He also bought Pixar Animation studio, which 
then released the first ever computer-animated 
feature film Toy Story. (A&E Television Networks 
2017; Entrepreneur Media 2017.)
Meanwhile Apple was struggling without their 
visionary and bought NeXT Computer Co from 
Jobs and resigned him as the CEO of Apple Com-
puter Inc. Now older, wiser and more experienced 
Jobs lead the Apple to the huge success it now 
is by releasing a series of revolutionary products 
such as iPod in 2001, Apple iTunes in 2003, iPhone 
handset in 2007 and iPad tablet in 2010. (Entre-
preneur Media 2017.)
Apple has managed to build an unbelievable 
brand loyalty which has been a huge topic of 
many discussions concerning branding. Many 
has been wondering why the consumers keep 
forgiving the glitches of the phones and keep on 
buying all their products from Apple even when 
they are notably more expensive than other 
brands on the market. The loyalty is a fruit of the 
strong personal brand connected to the compa-
ny. Steve Jobs was very passioned about his work 
and everyone knows how he made sure the prod-
ucts were the highest of quality and the designs 
were effortless. When people think of Apple they 
think of Jobs, this creates an emotional connec-
tion with the clients. (Goodson 2011.)
What is also important to notice is that Apple 
uses a movement marketing by stating that they 
want to bring the best personal computing ex-
periences to their consumers through innovative 
hardware, software and Internet offerings. They 
are not simply saying: “We sell the best com-
puters” but rather selling a value. Today on the 
market there is so many products to choose from 
with the same features, quality and price which is 
why people are attracted to the brands that have 
clear values. (Goodson 2011.)
STEVE  JOBS  &  APPLE
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4.2 Benefits of utilizing a 
personal brand
It is our nature to be drawn to other humans 
and human-like beings so it is not a coinci-
dence why robots usually resemble people by 
having human-like features and expressions. 
There are multiple researches that show how 
people for example take advice better from 
a human-like robot than one that looks like 
a machine. In some researches it was even 
found out that the people expected the 
human-like robot to make moral decisions 
comparable to humans decisions. (Phillips, 
Zhao, Ullman, Malle 2018, 2.) 
As a conclusion from this it could be 
also expected that people would naturally 
respond better to a personal brand which 
has an actual human and face to link to it 
than a company brand with only graphical 
elements. Apple Computer Inc which was 
introduced in the previous chapter is one of 
the brands that seem to be supporting this 
conclusion with Steve Jobs. (Goodson 2011.)  
Unlike other technology companies out 
there Apple had Jobs’ strong personal brand 
as the face of their company and they man-
aged to create a brand loyalty some people 
call cult-like (Robles-Anderson, according to 
Matyszczyk 2015.) Jobs was a visionary with a 
passion, charm and great way of introducing 
the latest products. He was the one making 
sure Apple’s products were innovative and 
revolutionary and since his death on 2011 Ap-
ple seems to lost its direction once again. 
A strong personal brand is a great leader 
and its passion can motivate the team to 
strive towards a common goal. According to 
two previous employees of Apple this was the 
case during the Jobs’ era but has been lost 
ever since Tim Cook took over the company. 
(News.com.au 2017.) Both company brand 
and personal brand have their pros and 
cons. 
Personal brand is flexible and offers com-
munication channels that a company brand 
can not use as easily, but it can be hard to 
build a long lasting brand purely on your own 
name - what will happen when the original 
founder dies? Does the brand stay believable 
and keep its status? As for company brand 
changing direction in their business is more 
challenging and they do not offer the human 
interaction. (Wilson 2014.) 
This is why combining the personal brand 
and company brand is a great way of 
gathering the pros from both of them. The 
communication channels can be multiplied, 
the personal brand can help to stand out 
especially on the line of businesses that do 
not usually use them. The brand will also be 
able to appeal more to the emotions and 
values of the consumers which will enable a 
community and a strong brand loyalty to be 
build which for example Apple has managed 
to do. (Wilson 2014; Goodson 2011.)
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4.3 Combining two 
brands
It has to be sure that a strong and inter-
esting personal brand is available before 
one should  even think about combining 
anything. It does not do much good if the 
person connected strongly to the  brand is 
a quiet and clumsy IT guy without a trace of 
charm who hates talking in front of audience 
and to be photographed. If there simply are 
not a great personality in the building then 
perhaps it is better to use all the time and 
money on the company brand instead. 
But if there is someone with a great poten-
tial to appeal to the audience it is absolutely 
a great idea to use it as advantage in the 
branding of the company. It is important 
that the two brands go hand in hand. The 
company can not be a fur factory while the 
personal brand is an animal activist. In the 
process it is important to go through the 
brands style and values. Since the personal 
brand is either the founder of the company 
or someone working under it they should not 
be too far apart from each other to begin 
with. Otherwise something has already gone 
wrong and the brand will not be authentic 
even on its own. (Check the 3.0 Building a 
personal brand.)
 Take something from the personal brand 
and use it as an advantage in the making of 
the company brand. Minna Parikka is femi-
nine and playful, so the whole brand look is 
pastel colors, bunnies and the models play 
with candy and old toys in the photoshoots. 
Steve Jobs was professional, minimalistic per-
fectionist and the Apple is aluminum, simple 
and well thought designs throughout the 
wide selection of products.
After the brands go well together and 
complete each other people need to auto-
matically connect them in one big brand. 
Instead of only communicating and advertis-
ing in the name of the company the personal 
brand should start spreading the word with 
is/her own name and face. The channels 
that  a personal brand offers should be used: 
writing posts, doing interviews, speaking to 
people, having lectures, blogging.. what ever 
works. It should just be made sure that when 
ever the personal brand is mentioned so is 
the company, and the other way around. 
(Wilson 2014.)
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5.0 Design task
In my design task I will design a visual look for Casa 
Borrell. My goal is to define what the brand of Casa 
Borrell really is and to design a consistent and whole 
look that will transmit that to the customers. I want 
to examine the combination of a personal brand 
and a company brand by bringing something from 
the founder and designer to the visual look of Casa 
Borrrell. The end product will be a brand book for 
Casa Borrell to guide them how to use the visual 
look, remind them what the brand statement is and 
to help them keep the brand consistent throughout 
the variety of different type of channels of commu-
nication
 
MY GOALS ARE
 —  To define Casa Borrell’s brand. 
 —  Create a genuine and consistent 
brand strategy.
 —  Design an outstanding and modern 
visual look that reflects the brand 
and the strategy while appealing to 
the target audience.
5 . 0
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5.2 Client introduction
Casa Borrell is an equestrian clothing line 
which concentrates on producing ex-
clusive show clothing and customizable 
show jackets for women. Their goal is to 
design classy, technical garments for the 
modern equestrians. They are very aware 
of sustainability which is why they reduce 
the environmental foot print by utilizing the 
finest Eco-friendly material while delivering 
their high quality clothing. 
The clothes are available on-line as 
well as in some equestrian shops in the 
Northern America. They tour equestrian 
shows in the United States and the Europe 
selling their clothing in the pop-up stores 
located at the show grounds. They have 
sponsorship agreements with several riders 
who promote their clothing while riding at 
the show jumping competitions. Since the 
target group is young women it is natural 
that social media is their main channel for 
marketing and communication. 
Casa Borrell’s goal is to become the 
leading equestrian brand which will not 
only be known for its beauty but for the 
best quality afforded. They are well aware 
of their social and environmental responsi-
bilities and want to be a leading example 
of using sustainable materials and fac-
tories that put their workers upfront. The 
founder of Casa Borrell is Saori Tsuda who 
is also the designer behind the clothes. She 
comes from a multicultural family of entre-
preneurs - been born in Panama and hav-
ing roots also in Japan and Spain she uses 
these influences in pursuing her goals and 
designing globally admirable garments. 
Tsuda has been riding since a very 
young age competing also in international 
show jumping competitions and has a 
wide knowledge of the sports and eques-
trian lifestyle. She later on went selling her 
beloved horses to gain the funds to start 
her company and hopes that one day the 
it is stable enough for her to have the time 
and resources to continue her riding. This 
is the kind of dedication, passion and fight 
for your dreams that I want to transmit to 
the customers of Casa Borrell.
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a name Tsuda’s grandfather used to refer to 
his farm in Spain where Tsuda had her first and 
best riding experiences and where her love for 
horses started.
encouraging tagline that connects the Casa Borrell 
garments to the sports. Their garments help you to 
succeed in your performance and to impress not 
only with their looks but with the comfortability and 
functionality. 
Casa Borrell 2018.
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SAORI 
TSUDA 
CASA 
BORRELL
Passioned about fashion & horses.
A driven female entrepreuner.
Had a dream of a clothing brand 
and boldly jumped to the challenge.
A warm, down-to-earth personality 
who knows how to laugh at herself 
and have fun.
Modern style & elegance rather 
than tame business casual.
Spreads the passion for the horses & 
sport through the clothing.
Empowers women and encourages 
them to support each other.
Reminds people of having dreams 
and to keep chasing them. 
Aims to top results without forgetting 
the fun and reasons why we are 
doing the sports in the first place.
Modern and elegant while being 
bold  and bubbly - not scared to use 
color and to stand out.
Saori Tsuda with Chumping Jack Flash S. Image provided by the client.
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5.2 Benchmarking
I started out the design project with bench-
marking. I had sent my client some questions 
to find out what Casa Borrell is all about 
- how it communicates, how it wants to 
be seen, what is it now and what it wants 
to be in the future. This in mind I started to 
investigate on the competitors on the field of 
equestrian apparel. There are a lot of brands 
out on the equestrian markets and they are 
highly international - they travel from United 
States to Europe to Asia and vice versa to the 
biggest equestrian shows and tours to sell in 
their pop up stores. 
This is why I thought it was important not 
to rule out the competitors only to Ameri-
can brands since Casa Borrell does want to 
influence in Europe also. I ruled out some of 
the biggest equestrian brands and weight-
ed whether or not they would be big com-
petition to Casa Borrell. The brands I ruled 
out were: Equetech, Noel Asmar, Cavalleria 
Toscana, Miasuki, Spooks, Charles Ancona, 
Kingsland and Animo. Charles Ancona was 
mentioned by the client. 
They have premium customizable show 
jackets and this is not the only connecting 
factor with Casa Borrell since they also work 
on the New York area. Noel Asmar and 
Miasuki with their high fashion approach 
are close to what Casa Borrell  wants to be 
in the future but are not really competing in 
the same markets since they do not offer any 
customizing options. Equetech has a variety 
of customizable garments from jackets to 
show shirts, but does not have multiple color 
options and is very commercial. Their quality 
seems very poor and does not meet the high 
quality of Casa Borrell. As for Spooks and 
Kingsland they are the examples of brands 
Casa Borrell does not want to be identified 
with. 
They are very popular brands but fall on 
the category of commercial, casual and 
inexpensive which is far from Casa Borrell’s 
goal. Animo and Cavalleria Toscana are 
more premium and fashionable brands 
than the two before but they fall to the 
sporty section when Casa Borrell wants to 
be more identified with elegance instead.The 
conclusion out of the benchmarking is that 
Charles Ancona is the biggest competitor at 
the moment. Noel Asmar and Miasuki are 
good examples of what Casa Borrell wants 
to be and should definitely be kept an eye on 
in the future.
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GOAL - NOEL ASMAR
BIGGEST COMPETITION - CHARLES ANCONA IDOL - STELLA MCCARTNEY
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5.3 Brand strategy
WebFinance Inc has defined brand strat-
egy in their on-line business dictionary as 
following: “Long-term marketing support 
for a brand, based on the definition of the 
characteristics of the target consumers. 
It includes understanding of their prefer-
ences, and expectations from the brand.” 
(WebFinane Inc 2018). It is a good and 
clear summary of a brand strategy but 
I feel like it is important to highlight the 
most relevant elements it includes as the 
values of the brand, promises it makes to 
its consumers, what it stands for, the visual 
look and communicating plan. (Qlutch 
Marketing Inc 2018) 
Once one has created a brand - defined 
him-/herself, defined the target group, 
decided how to communicate and how 
to be seen by the target audience one has 
to make a plan on how to portray these 
aspects and put them in action. This will 
be the brand strategy.  What I wish to do 
with Casa Borrell’s brand is to inspire and 
empower women as well as create a com-
munity around Casa Borrell. To create a 
believable brand it should always be build 
on truth instead of forced values.  
Tsuda’s personal experiences while 
pursuing rider’s career but due difficulties 
winding up to give it out  and launch a 
long growing dream of a clothing brand 
as well as her passion for the horses, 
clothes and sports are a perfect base for 
a brand that courages young women to 
chase their dreams and work through dif-
ficulties without forgetting the fun and love 
for the horses while doing it. Casa Borrell’s 
brand promise is to manufacture exquisite 
garments with the finest materials and 
craftsmanship available while reducing 
environmental footprint. 
The materials are highly technical with 
four way stretch, water repellence and 
Coldblack® technology yet Eco-friendly 
and sustainable. They value ecology and 
responsibility which is why all their prod-
ucts are made in factories that put the 
employees wellbeing upfront. It is import-
ant that all the elements in the brand 
have a genuine meaning that supports 
the brand’s values. This way it will always 
communicate them clearly to the custom-
er and appears honest and reliable. 
This will lead to a strong relationship 
and connection with the customer which 
will help the brand to build brand loyalty 
amongst the consumers. (Kortesuo 2011, 
22) A sudden element that goes against 
the main values of the brand can set the 
customer off and wondering if any of the 
values are genuine at all. All Casa Borrell’s 
elements so far have a good thought be-
hind them. They support the main values 
very well and strengthen the brand image. 
Image 1
Casa Borrell is targeting elegant and modern 
equestrian women. Especially young women in 
Northern America where Casa Borrell is mainly 
influencing at. It is only natural that the mar-
keting and communicating with the customers 
will mainly happen through social media which 
is already a huge part of the lives of young 
women. Casa Borrell’s Instagram account is 
very active and is a great channel to reach the 
target group. 
In the future it would be good to add activi-
ty on Facebook as well as increasing the com-
munication channels by Twitter and perhaps 
even Pinterest and YouTube, to maximize the 
ability to reach the target group. A wide use of 
social media will also be essential for creating 
a community around the Casa Borrell brand. 
It will make the brand easy to approach and 
a possibility for the consumers to feel like they 
really are part of the brand by tagging Casa 
Borrell and to use hashtags assigned by Casa 
Borrell. 
Examples of these hashtags could be 
#dresstoimpress and #ridetoimpress. Social 
media is also a great tool to bring out the per-
sonal brand of the founder Saori Tsuda and 
sponsored riders, which is one of the great 
ways Casa Borrell can stand out from their 
competition. I have listed below the other ele-
ments that separates Casa Borrell from other 
brands on the market. Casa Borrell’s brand fits 
in multiple megatrends - the empowering of 
women and sustainability. The digitalization is 
also a huge trend. Casa Borrell is mainly selling 
in online store and is very active with social 
media. While people are getting overwhelmed 
by the amount of products offered out there 
they grave even more for customization and 
personalization. People want to be part of the 
process. Casa Borrell offers the possibility to 
customize the show jackets for the needs of 
the customer. Perhaps in the future they can 
expand it also to other products. (Trendone 
2018; Borshchevskaya 2012.)
Based on the brand strategy and the 
information provided by the client I defined 
two customer profiles of example customers 
who are part of Casa Borrell’s target group to 
help to fully understand to whom the brand 
is for. The profiles will help guide all communi-
cation of the brand and the future decisions in 
branding and design.
55BRAND STRATEGY
BRAND VALUES
 
—  Passion for fashion and horses.
—  Responsibility and sustainability.
—  Going after dreams and having 
fun while doing it.
— Empowering women.
BRAND PROMISES  
—  To manufacture exquisite garments
with the finest materials and 
craftsmanship available.
 
—  To minimize environmental footprint 
and offer ecological and 
sustainable garments.
 —  To offer fabrics with the highest 
technology including four-way 
stretch, water repellence and 
Coldblack® technology.
 
—  To manufacture all garments in 
factories that always put the 
employees wellbeing upfront.
 COMPETITIVE  
 ADVANTAGE  
—  Emphasizing the personal brands.
—  Customizing options.
—  Bringing out the fun and playfulness
with a bold and bright visual identity.
—  Not only achievement orientated  
but bringing out the fun and 
love for the sports.
Casa Borrell 2018.
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She is a young woman/teenager to whom 
riding is not only a hobby but a lifestyle. 
She is a bubbly and fun personality who 
likes to play around at the stables and 
does not take herself too seriously. She is 
very confident and is able to have a laugh 
at herself. When she gets in the ring she is 
an ambitious and competitive rider who 
always goes for the win. She competes out 
of love to the horses and riding, and most 
of her friends tour riding the same shows as 
her. She has a few horses of her own and 
loves to spend as much time with them 
as possible but has a little help with at the 
shows. She loves clothes and shopping and 
go often shopping together with her friends. 
They like to have same coolest brands and 
they love the possibility to customize Casa 
Borrell show jackets. That is why they get 
same jackets with different customizations. 
She also likes to have more than one option 
to wear at the shows which is why she ends 
up buying another jacket with different cus-
tomizations every once in a while. To stay 
always trendy she keeps an eye on the new 
collections and purchases the latest Casa 
Borrell show shirts to match her jackets.
BUBBLY FASHIONISTA
— 14-24 years old.
—  Passioned amateur rider.
—  Fashion loving 
fashionista.
—  Always stylish.
—  Confident.
—  Fun & bubbly.
—  Likes matching 
clothes with friends.
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She is a young fashionable adult whom to 
riding is not only her lifestyle but her busi-
ness and income. Since she has a stable full 
of horses she does not have as much time 
to spend with them as she would like to. 
Instead she has a whole equestrian team 
to take care of them while she concentrates 
on training and riding them. 
She manages the stable business by 
herself which is why you can often find 
her on the phone next to the warm up or 
having a lunch with the clients. Her fiancé 
is also her business partner and they tour 
riding shows all around the world together. 
She is a cool and collected personality who 
is warm, polite and always professional 
but also knows how to have a good laugh. 
She wants her clothes to be elegant and 
comfortable to wear while riding but also 
to look stylish outside the ring. She can not 
spear much time from her work for shop-
ping, which is why she appreciates good 
quality clothing which fit her well and last 
for years. That is why she goes for Casa 
Borrell’s customized and tailored show 
jackets.  
ELEGANT ATHLETE
—  24-34 years old.
—  Professional rider.
—  Fashionable.
—  Business woman.
—  Confident.
—  Cool & collected.
—  Likes luxury.
5.4 Conceptualizing
Since I noticed that the other brands on the 
field have very similar and gray scaled color 
scheme I wanted to design color options that 
would stand out in the best possible way. It 
was important to give the brand at least one 
bright color or if using the paler combinations 
to skip using the black and dark gray like the 
other brands do to avoid the look being plain 
and blending in too much.
Casa Borrell is very feminine and elegant 
yet bubbly and bold brand which is what I 
wanted to bring that out in the colors. Since 
my client is not afraid to try out new things 
and stand out I wanted to find colors that are 
not very traditional and conservative as the 
colors at the moment seem to be with luxury 
equestrian brands. I made two mood-boards 
of what kind of colors, feeling and color use I 
had in mind. 
The first mood-board is an example of 
modern and fresh look with bold use of 
colors. It is stylish and elegant but the use of 
the bold accent colors give it a nice kick and 
catches the eye. The second mood-board 
is soft and elegant. It is very traditional and 
the use of colors is harmonic and balanced. 
It stands out from its competitors with the 
warm toned colors instead of the hard black 
and gray-scaled color schemes that are 
in use with most of the brands out there. 
My client looked the mood-boards up and 
decided that we would work with the mood-
board Modern. I was very happy she chose 
that specific moodboard, since I felt we could 
really make something fresh and outstanding 
from the base of it. 
Next I moved on trying out several color 
combinations. I wanted to keep the colors 
mainly warm, since I felt the brand was very 
warm and feminine. I was wondering how 
bold I could go with the colors. At first I start-
ed out with rather neutral orange and pink, 
but then thought it wasn’t new and fresh 
enough. I came up with a a bold orange 
tilted red and a deep bright orange. I was 
concerned the client would see them as too 
brave, but decided it would be easy to tone 
the colors down if she didn’t like them.
I set the colors out for my client to have 
her thoughts on them and to my surprise she 
really loved the colors. She was very drawn 
towards the salmon tilted red and we decid-
ed to continue with it. Next to the red I picked 
out a turquoise kind of blue to be used to bal-
ance the red when needed.Later during my 
process I brightened the red a little to stand 
out better from dark elements.
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Color and material experiments . (Materials by Textures.com 2018)
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5.5 Casa Borrell’s colors
It was important that Casa Borrell’s colors 
and they’re use would stand out from the 
competitor. I wanted them be elegant and 
sophisticated in a modern and fresh way. Be-
cause of Tsuda’s Panamanian backgrounds 
and her fun and warm personality I somehow 
straightaway connected a warm bright color 
to Casa Borrell also. In my inquiry for the cli-
ent, she mentioned that she would definitely 
not see the brand as a blue color which was 
also one reason I didn’t want the blue color to 
be dominant in the brand identity. 
I tried multiple different options for the 
colors from paler to darker, warmer to colder 
but I always came back to the orange tilted 
shades. I decided to give Casa Borrell a very 
strong orange tilted red. It is bold and daring 
but not too wild to not be seen as exclusive 
and sophisticated . It will stand out very well 
from the competitors and suite perfectly the 
target audience. 
The main look will be very light with white 
and light gray. The red will be working as a 
highlight color. This is why I thought the red 
would need another color to support it to 
avoid the otherwise very limited color scheme 
from being too monotonic. I paired the red 
with a green tilted blue that creates a beautiful 
contrast between each other and comes to-
gether as a very modern and fresh visual look.
TEAL
CMYK 93, 52, 47, 44
RGB 2, 70, 82
#024652
CORAL
CMYK 0, 79, 66, 0
RGB 254,81,70
#fe5146
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While doing my research I payed attention to 
the fact how most of the logos were full of lit-
tle details, illustrations and they weren’t typo-
graphically well thought out. The more exclusive 
brands had text logos and I also wanted to con-
centrate on having a beautiful typography on 
the logo. I wanted to use a serif font, because 
when trying a grotesque the look was too child-
ish with the bright colors. I felt it was missing out 
the elegance and luxury that, next to modern 
and bold, is very essential to the brand. The serif 
font balances the playful colors and keeps the 
look mature enough for also the older and more 
conservative audience. 
One other reason for me taking a liking on the 
serif font is how I can play with the contrast of 
the thinner and thicker lines and like this bring 
some detail into the otherwise quite simples 
logo. Casa Borrell’s biggest competitor Charles 
Ancona has a simple grotesque logo and the 
serif logo will also be setting us apart from them. 
The icon is a very important element to use in 
the garments when the full name of the brand is 
not used. Casa Borrell is mainly working on-line 
and social media is one of it’s most used market-
ing channel. 
Because the name is rather long the text logo 
doesn’t work on it’s best capability in small siz-
es and square settings which is why the icon is 
very essential to have. An icon can be designed 
to manage any size and surface yet be easily 
linked to the brand.I designed a more traditional 
icon with a horse illustration attached as well as 
a modern icon with only the initials of the name 
of the brand. I prepared two logo concepts with 
the icons combined with the name written in 
Spinwerald. I used tried out two different kind 
of scripts for the tag-line. In the feedback of my 
counselors I heard that they didn’t see the logo 
font very strong which lead me in a search for a 
new font.
I had a very strong idea what kind of font I 
wanted to have in the logo - one with some-
thing old and something new. I wanted it to be 
elegant, exclusive yet modern and suiting both 
young as well as older audience. I wanted the 
font to have a big contrast in the boldness of 
the lines and be interesting without being too 
wild. I could never imagine the decision to be 
so difficult. During the whole design process I 
search for weeks for the perfect font.
Every now and then I though I found the 
font, but in the end there was always some-
thing that didn’t work out. I had a long thought 
between Gliko Modern, Jule Epic and Keiss Big. 
I went forward with Gliko Modern, but wasn’t 
sure if it was exactly what I was looking for. I did 
another search once again and found Freight 
Display Pro which was not as soft and a little bit 
edgier. I was very stuck between these two fonts 
which lead me to consult my opponent Pamela 
Komppa as well as my cousin Jenna Virrankari, 
who had graduated from packaging design 
and branding department on 2016. I presented 
5 . 6
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Sketching of  icons. Sarianna Kymäläinen 2018.
Komppa all the fonts above and my cousin the 
Gliko Modern and Freight Display pro. Asking 
how they felt about these options. I told I had 
previously chosen the Gliko Modern but wasn’t 
sure if I should change it. Both of them were 
saying that they would stay with the Gliko Mod-
ern. This was very helpful and confirmed me 
that I had finally found the font.
For the body text I wanted to find a modern, 
clean grotesque to pair up with the serif head-
line font Gliko Modern. I was thinking of Louis 
George Café but in a long body text it wasn’t 
sharp enough and thus was slightly difficult to 
read. It also didn’t have enough variations on  
the text weights. After continuing my search 
I found Mr Eaves Modern which was just a 
perfect match - it was clean and sharp with 
multiple different weights great to use in any 
situation. 
This grotesque font would be used in the 
body text as well as on the tag-line. It is clear 
and easy to read with modern feel. I also want-
ed to add a script font to feminize and soften 
the modern look a little bit. First I wanted to 
use the script on the tag-line, but decided it is 
better used as a special effect on social media 
and other graphic design instead of the logo 
design. The script I chose was hand drawn JP 
Hand Slanted. 
LOGO CONCEPT 1 LOGO CONCEPT 2
Two first versions of the logo concepts. Sarianna Kymäläinen 2018.
Trying out variations of fonts.
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Gliko Modern M
JP Hand - slanted
Mr Eaves XL Mod OT
Logo bold capitals.
Headlines bold, kerning 120.
Tag-line Regular.
Body text Book.
Body text titles Heavy, kerning 50.
Quotes & special “effects”.
CASA BOR R E L L
Always chase your dreams.
D r e s s  t o  r i d e .  R i d e  t o  i m p r e s s .
Casa Borrell Equestrian Apparel has a sense of relaxed and timeless 
elegance and is defined by fine fabrics and the perfect fit. Designed and 
developed by  two equestriennes with a vision and expertise in the eques-
trian "fashion" world. The duo produces beautifully designed equestrian 
apparel that exudes a quiet sophistication. The collections include ready-
to-wear jackets, show shirts, leather belts, and other varieties of training 
gear, and reflect the duo's commitment to supporting luxury, high-quality 
manufacturing.
Primary logo
Smallest size allowed 250pt / ~50mm width. In smaller sizes use the secondary logo or icon.
Secondary logo 
Smallest size allowed 70pt / ~15mm width. If the logo needs to be smaller than minimum
measurements secondary logo should be used.
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Primary icon with tag-line 
Smallest size allowed 200pt / ~40mm width. In smaller sizes use the icon.
Secondary icon with tag-line 
Smallest size allowed 150pt / ~30mm width. 
In smaller sizes use the icon.
Icon 
Smallest size allowed 15pt / ~4mm width.
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Social media 1-3.
JOHDANTO 482
5.7 Graphic elements
In the very beginning I was thinking of including a pat-
tern or some kind of graphic element to the visual look 
of Casa Borrell. I started out sketching some patterns 
with the previous logo and tried to match it with some 
feminine shapes and strokes. But while I kept working 
on it I took a note on the fact how I wasn’t able to cap-
ture the character of the Casa Borrell and the pattern 
design didn’t really feel right. I realized that the pattern 
design seemed very old fashioned and too detailed for 
a clean, modern look I was trying to achieve. 
I threw all my pattern work to the trash and started 
doing research on Pinterest to find out what I could do 
instead of the pattern. Color-blocking caught my eye - I 
liked the way how you could use different kind of blocks 
to bring color and tension to the layout. It enabled the 
pictures and texts to be placed in a more creative way 
yet keeping the look hazard free, fresh and modern. I 
made a moodboard out of the examples I took a liking 
on and tried out a few different ways of using the color-
blocking to create a gradient effect as well as using the 
block idea on the images. 
I found the wide possibilities of the technique and 
decided it would be used on the visual look instead of 
any other patterns or graphical elements. Later on pat-
terns could be designed and used for certain products 
if needed. 
DESIGN TASK
Element sketching Kymäläinen 2018.
Element sketching Kymäläinen 2018.
Elements moodboard 85GRAPHIC ELEMENTS
MOODBOARD ELEMENTS
Final elements 87GRAPHIC ELEMENTS
Images Casa Borrell 2018.
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Images are a huge part of branding especially 
with a clothing brand. Websites, advertisement, 
catalogue - they would be nothing with quality 
images of the products. It is important that 
the images don’t only show the products but 
also supports the brand identity and tells the 
brand story. Because I want to emphasize the 
personal brands in Casa Borrell’s branding it is 
important that the founder and designer Saori 
Tsuda a well as the brand ambassadors will 
be introduced on the websites. Not only will it 
create a connection with the customer but also 
make the ambassadors feel important and 
appreciated. When they feel like what they do 
really matters they will take their job seriously 
and concentrate on their appearance. 
I present the guidelines for shooting portraits 
of the personal brands. I wanted all the por-
traits to be similar and easy to take anywhere, 
whenever needed since it is difficult to get all 
the ambassadors all over the world in to a 
photoshoot at the same time. The simple look 
of the images also continue the modern, fresh 
look of the brand. I wanted to create a contrast 
of the posed shots and accidental shots to keep 
the feel genuine and welcoming. Every person 
would be having two images on the site. They 
can be next to each other or for example on the 
website when bringing the mouse over the im-
age it can change from posed to “the blooper 
shot.”  
I am also presenting examples of product 
photoshoots: in studio as well as in an outdoor 
venue. I wanted to combine the traditional 
equestrian way of photographing with the high 
fashion. The quality and poses imitate the high 
fashion, as well as bringing props to the photo-
shoot instead of only photographing in a very 
neutral environment with a horse. 
Equestrian images are often very light or 
instead very dark, and the color scheme is very 
natural. With bringing the brands bright colors 
to the product images they will instantly stand 
out from other equestrian images out there and 
feel like something that hasn’t been repeated 
all over again. 
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Simple 
Fun 
Cool 
Colorful
The portrait style is used for example 
when photographing designer and brand 
ambassador images. The images should 
be fresh and simple to maintain the mod-
ern look of the brand. I want to portrait 
the bubbly side of the brand by not only 
showing the cool, very posed shots but 
also the “failed” shots where the person 
is out of the character and showing a 
glimpse of the real personality. This kind of 
contrast makes the feel of the images light 
and the person in the picture seem easy to 
approach, enabling an emotional connec-
tion to be formed with the target audience.
P O RT R A I T S Portrait moodboard.
ST U D I O
S E T T I N G
The competition garments are often tame 
in color which gives a great opportunity in 
studio settings to bring out large surfaces of 
color in the backgrounds and floorings. It will 
make the images interesting, eye-catching 
and the products to pop out. If more neutral 
feel is wanted, or if the garment itself is very 
colorful or detailed, the backgrounds can 
be white or light gray while the color can 
be brought to with small accessories and 
props. This will give the product more space 
and prevents it from blending in with the 
background. Lighter images are a needed 
addition to the collection of bold and col-
orful images, keeping the overall look of the 
photoshoot fresh.
Studio setting moodboard.
O U T D O O R
S E T T I N G
When shooting outdoors at the stable 
or manage for example the brand look 
can be brought in with colorful surfaces 
or sheets. They should be used in a way 
that it doesn’t block the whole back-
ground of the venue but instead brings a 
clean background for the garment to be 
shown against and to bring an interest-
ing element to the otherwise common 
venue. This will give the photoshoot a high 
fashion aspect without alienating it totally 
from the equestrian lifestyle. The sheets 
and tiles are easy to use also with horses  
and can be reused in other photoshoots 
or at pop-up store.
Outdoor setting moodboard.
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6.1 Final result evaluation
The subject on my thesis was very interesting 
which made the project pleasant to work on. 
I am very pleased with the final result I was 
able to deliver my client. One of my goals was 
to define Casa Borrell’s brand. It was before 
very scattered and didn’t have clear guidelines 
to follow. There was a lot of great elements 
already in the brand that just needed to be 
organized and highlighted. I think I did a great 
job on defining what Casa Borrell is and build a 
interesting and well functioning brand strategy 
which was also one of my goals. 
My main challenge in the design task was to 
create Casa Borrell a outstanding and modern 
visual look that supports the brand strategy I 
have build. I wanted the look to be fresh and 
bubbly, appealing to the younger as well as 
a bit older audience. I feel the identity I have 
made is fresh and stands well out from the 
competition without being too alienated from 
the equestrian world. 
My client was hoping Casa Borrell to be-
come “The Victoria’s Secret of the equestrian 
world” which is why I tried to combine the 
high fashion style with the equestrian style. In 
my opinion it worked out well - I managed to 
update the equestrian look with high fashion 
aspect bringing these two elements together in 
harmony. This will make the transition smooth 
if  in the future the brand wants to expands to 
everyday fashion. I am confident that the logo 
I have designed for Casa Borrell will also work 
well with any kind of fashion. The visual iden-
tity works well long-term since it is not strongly 
tied to any current trend, it is easy to apply 
to different designs and it can be effortlessly 
modified to fit any era or new trend with small 
changes without straying away too much from 
the original look.
I managed to meet all the goals I set in the 
beginning of the project but coming closer 
to the end I started to hope I would have had 
more time to concentrate on the website design 
- how the visual look would be used there and 
had more specific instructions how the person-
al brands would be introduced, not only the 
portrait instructions. Luckily I am still continuing 
my cooperation with my client after handing in 
my thesis.
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6.2 Process evaluation
This project has been very educating. This has 
been the largest project I have worked on so 
far and the widest research I have made. It 
was very interesting to be able to be in charge 
of very aspect of the visual identity as well as 
brand strategy. The process was quite painless 
after figuring out the subject and how to con-
nect it to the clear idea of the design task that 
I had in mind. Once it was set things started to 
run their course quite easily. I found writing easy 
and the design task pleasant to work on.
 Being charge of my own timetable and 
leading the client was what I found the most 
challenging. Because the client gave me very 
free hands and didn’t have strong opinions on 
the materials and decision I made during the 
design process it made me sometimes con-
cerned if I was doing well enough and scared 
I would make wrong decisions. Consulting my 
counselors, opponent as well as close friends 
helped me to over come these problems and 
now at the end of the project I am proudly 
standing behind my decisions. 
What was surprising was how difficult it was 
to find a perfect typeface for the logo design 
and how long it could take. It took way more 
time than I had planned to use on it and at 
some point I was feeling almost defeated but I 
did not give up and managed to find the font 
that in my opinion works well and projects well 
the personality of Casa Borrell.
98 PROCESS EVALUATION
6.3 Acknowledgments 
Thanks to my client Saori Tsuda for the op-
portunity and challenge, my counselors Helmi 
Honkonen and Noora Nylander for the guid-
ance and insight, as well as my opponent 
Pamela Komppa for all the help through this 
process.
Thanks to all my classmates for great four years 
of studying and for the thesis peer-support. 
Last but not least, thanks to my mental sup-
porters Kati Määttä, Pinja Piipponen and Jenna 
Virrankari. Talking to you have cleared my 
thoughts and you have helped me find new 
aspects throughout the process. 
99ACKNOWLEDGMENTS
8.0 References
Books
Kortesuo. K; 2011, OY / WSOY: Tee itsestäsi brändi. Bookwell
Malmelin, N & Hakala, J; 2008, Talentum Media Oy: Radikaali brändi, 2nd edition.
Öst, F & Berg, M; 2015, BIS Publisher: Make enemies & gain fans, 2nd edition.
Web
Addams-Rosa, J.; 2016, Celebuzz!: Kim Kardashian, The Atkins Diet’s Newest Brand Ambassador, Already 
Down 30 Pounds. (http://www.celebuzz.com/2016-01-19/kim-kardashian-atkins-diets-brand-ambassador/). 
Referred to 25.03.2018.
Anderson, D; 2016, Peachpit Press: Stand out (http://ptgmedia.pearsoncmg.com/images/9780134134086/
samplepages/9780134134086.pdf). Referred to 06.01.2018.
Animo; 2018, Animo Italia (https://www.animoitalia.com/en/testimonials/riders). Reffered to 01.03.2018.
Biography TM; 2017: Steve Jobs Biography (https://www.biography.com/people/steve-jobs-9354805). Re-
ferred to 05.03.2018.
Borshchevskaya; 2012, Atlantic Council: The Rise of Individual Empowerment. (http://www.atlanticcouncil.
org/blogs/new-atlanticist/the-rise-of-individual-empowerment). Referred to 25.03.2018.
BusinessDictionary; 2018, WebFinance Inc.: Brand strategy (http://www.businessdictionary.com/definition/
brand-strategy.html). Referred to 08.02.2018.
Entrepreneur Media; 2008: Steve Jobs: An Extraordinary Career (https://www.entrepreneur.com/arti-
cle/197538). Referred to 05.03.2018.
FEI Database; 2018, Fédération Equestre: Jumping Longines Rankings (https://data.fei.org/Ranking/Search.
aspx?rankingCode=S_WR). Referred to 26.02.2018.
Goodson, S.; 2011, Internationale Forbes: Is Brand Loyalty the Core to Apple’s Success? (https://www.forbes.
com/sites/marketshare/2011/11/27/is-brand-loyalty-the-core-to-apples-success-2/#73b7a3e18a0a). Referred to 
05.03.2018.
Grimes, M.; 2012, Nielsen: Nielsen: Global Consumers’ Trust in ‘Earned’ Advertising Grows in Importance. 
(http://www.nielsen.com/us/en/press-room/2012/nielsen-global-consumers-trust-in-earned-advertis-
ing-grows.html). Referred to 25.03.2018.
Hartman, C.; 2011, MeridiaSystems: (http://www.ijessnet.com/wp-content/uploads/2017/02/3.pdf). Referred 
to 16.01.2018.
101
Hype Energy; 2018: Kim Kardashian brand ambassador. (https://www.hype.com/gallery/kim-kar-
dashian-brand-ambassador/). Referred to 25.03.2018.
Johnson, K.M; 2017, Ijessnet: The importance of personal branding in social media (http://www.ijessnet.com/
wp-content/uploads/2017/02/3.pdf). Referred to 16.01.2018.
Matyszczyk, C; 2015, CNET: Apple is obviously a cult (and Samsung isn’t), says cultural historian. (https://
www.cnet.com/news/apple-is-obviously-a-cult-and-samsung-isnt-says-cultural-historian/). Referred to 05.03.2018 
Minna Parikka; 2018: Minnan Universumi h(ttps://www.minnaparikka.com/fi/minnan-universumi). Referred 
to 05.03.2018.
News.com.au; 2017: The Steve Jobs effect: Former Apple employees say culture changed for the worse after 
Jobs. (http://www.news.com.au/technology/gadgets/mobile-phones/the-steve-jobs-effect-former-apple-
employees-say-culture-changed-for-the-worse-after-jobs/news-story/3b5cbf923f41940622049b6d6edc45ff). 
Referred to 05.03.2018.
Paul, H.; 2017, PriceWaterhouse-Coopers: Personal Brand Week Your name is just the 
start (https://www.pace.edu/career-services/sites/default/files/files/pdf/personal-branding-ebook.pdf). Re-
ferred to 06.01.2018.
Phillips, E. Zhao, X. Ullman, D. Malle, B.F.; 2018, Brown University: What is Human-like?: Decomposing 
Robots’ Human-like Appearance Using the Anthropomorphic roBOT (ABOT) Database. (http://research.clps.
brown.edu/SocCogSci/Publications/Pubs/Phillips_et_al_2018_HRI_ABOT.pdf
). Referred to 08.02.2018.
Qlutch Marketing; 2017, Marketing MO: Brand Strategy. (http://www.marketingmo.com/strategic-plan-
ning/brand-strategy/). Referred to 08.02.2018.
randomlettrs; 2017, imgru: Post about Sauli Niinistö. (https://imgur.com/gallery/mk4HU). Referred to 26.02.2018.
Reddit - dustofoblivion123; 2017: Post about Sauli Niinistö (https://www.reddit.com/r/pics/comments/7i-
74hb/finnish_war_veteran_arvo_pusa_born_1917/). Referred to 26.02.2018.
Rinta-Tassi, M.; 2014, YLE Uutiset: Minna Parikasta Vuoden nuori muotoilija. (https://yle.fi/uu-
tiset/3-7436879). Referred to 04.03.2018.
Salmi, V.; 2016, Gloria: Kansainvälisesti menestynyt kenkäsuunnittelija Minna Parikka: ”Minulle sanottiin, ettei 
bisnekseni onnistuisi edes Suomessa”. (https://www.gloria.fi/artikkeli/ihmiset/kansainvalisesti_menestynyt_
kenkasuunnittelija_minna_parikka_minulle_sanottiin). Referred to 04.03.2018.
Salonius-Pasternak, C..; 2017, Twitter:  Post about Sauli  Niinistö. (https://twitter.com/charlyjsp/st-
tus/938542502973526016). Referred to 26.02.2018.
102
Videos
Bastianelli, A; 2017, TEDx Talks: Powerful Personal branding (https://www.youtube.com/watch?v=hcr3MshY-
e3g). Referred to 16.01.2018.
Cass, J; 2011, TEDx Talks: Building a personal brand (https://www.youtube.com/watch?v=qeHtvuTcy70). 
Referred to 16.01.2018.
YLE Areena; 2013, YLE: Tekijänä Minna Parikka (https://areena.yle.fi/1-1430250). Referred to 04.03.2018.
Spoken references
Honkonen, Helmi; 2017, Muotoilijaidentiteetti.
The Legal Equstrian; 2014: How to be a good equestrian brand ambassador. (http://thelegalequestrian.
com/2014/10/06/how-to-be-a-good-equestrian-brand-ambassador/). Referred to 08.02.2018.
Tifverman, K.; 2017, Platform Magazine: Kylie Jenner: Ambassador, Spokesperson, Promoter. (http://plat-
formmagazine.org/2017/10/25/kylie-jenner-ambassador-spokesperson-promoter/). referred to 25.03.2018.
Trendone; 2018: Mega-trends. (https://www.trendone.com/en/trend-universe/mega-trends.html). Referred 
to 25.03.2018.
Ward, M.; 2017: Vogue: Why Kendall Jenner and Adidas Originals Are a Match Made in Sneaker Heaven. 
(https://www.vogue.com/article/kendall-jenner-adidas-originals-brand-ambassador). Referred to 25.03.2018.
Wilson, P.; 2014, BigBrandSystem: Should You Build a Personal Brand or a Business Brand? (https://www.
bigbrandsystem.com/personal-brand-or-business-brand/). Referred to 02.03.2018.
Wright, C.; 2009, ExileLifeStyle: Introduction to Personal Branding. (http://exilelifestyle.com/ebooks/personal-
branding.pdf). Referred to 06.01.2018.
List of figures
Brand ambassador & personal brand examples
Puma; 2017: Kylie Jenner for Puma’s Velvet Rope Collection. (https://www.wmagazine.com/story/kylie-jenner-
puma-campaign-new-york-ballet). referred to 25.03.2018.
Maria Veitola; 2018: Not available anymore. Referred to 18.03.2018.
Ratilainen, J.; 2015: Minna Parikka. (http://jussiratilainen.com/projects/minna-parikka/). Referred to 
18.03.2018.
Sakuma, P.; 2007: Steve Jobs. (http://articles.latimes.com/2014/feb/21/business/la-fi-tn-steve-jobs-postage-
stamp-2015-20140221). Referred to 18.03.2018.
Image 1 
Klein, S; 2013: (http://wannafeelit.blogspot.fi/2013/06/madonna-by-steven-klein-for-w-magazine.html). 
Referred to 12.03.2018.
Competitors website screen-captures & logos
Spooks; 2018:  (https://www.spooks.de/). Referred to 04.01.2018.
Equetech; 2018:  (https://www.equetech.com/). Referred to 04.01.2018.
Kingsland Equestrian ; 2018:  (http://www.kingslandequestrian.com/). Referred to 04.01.2018.
Animo Italia; 2018:  (https://www.animoitalia.com/). Referred to 04.01.2018.
Cavalleria Toscana; 2018:  (http://www.cavalleriatoscana.it/). Referred to 04.01.2018.
Charles Ancona; 2018:  (https://www.charlesancona.com/equestrian). Referred to 04.01.2018.
Miasuki ; 2018:  (https://www.miasuki.com/?SID=utl84c9crki101uu56p0ehmh73). Referred to 04.01.2018.
Noel Asmar; 2018:  (https://www.noelasmar.com/). Referred to 04.01.2018.
Stella McCartney; 2018:  (https://www.stellamccartney.com/fi). Referred to 04.01.2018.
Horze; 2018:  (https://www.horze.com/brands). Referred to 04.01.2018.
Illustrations
Illustration 1: Pixabay (https://pixabay.com/fi/siluetti-keskin%C3%A4isen-yhdess%C3%A4-3131507/) & 
IconsPng (https://www.iconspng.com/image/73544/human-family) modified by Kymäläinen, S; 2018.
Illustration 2: IconsPng (https://www.iconspng.com/image/73544/human-family) modified by Kymäläinen, 
S; 2018.
104
Customer profile 1 - Instagram 2018 
@jessmendozashowjumper:
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Appendix 1
Brand inquiry with the client Saori Tsuda:
What is the target group - what kind of people does Casa Borrell try 
to reach?
Stylish horse women.
What is the location of the target group? 
North American and European
What is the most used marketing technique of Casa Borrell?
Social Media
What is the form of the company?
Online ordering and pop up stores
What are the main goals of Casa Borrell?
Main goal is to be the leading equestrian brand. People wanting to buy 
it not only because of its beautiful designs but also because it’s the best 
quality.
What are the main ethics of Casa Borrell?
We believe in becoming a leading brand but at the same time we have a 
strong social and environmental responsibility by choosing sustainable ma-
terials and factories that put the worker and environment upfront.
Does Casa Borrell want to emphasize the Panamanian aspect and 
roots?
No
If not what aspect would it like to adduce?
It’s more about myself, and my life experiences. I get inspired with experienc-
es, traveling, feelings and things I see. As it is written in my webpage:
“Coming from a multicultural background - Japanese, Spanish and 
Panamanian, have given her an incredible edge and exposure. Her pas-
sion for the outdoors, art and horses has been instrumental in her quest for 
perfection and balance; she has used all her influences in all her creative 
expressions.”
What kind of three words would describe Casa Borrell?
Elegance, comfort, woman power.
What kind of three words would absolutely not describe Casa Bor-
rell?
Cheap, imitation, low quality
If Casa Borrell would be a color what color would it be? 
OK this is a tough question! Pink is not my favorite color but I’d say more like 
a pale/ vintage rose. I don’t know why but that’s the feeling I get. Maybe 
cause it’s an elegant and feminine color at the same time. Red is my favorite 
color though!
Which color Casa Borrell most definitely would not be?
Definitely not blue
What is the voice of Casa Borrell?
I would say confidently. 
What does a person feel like when they wear Casa Borrell?
Comfort, elegance and that feeling that every piece is well thought to ac-
centuate the woman figure.
What does Casa Borrell’s clothes tell about its user to other people?  
What dothey think when they see a person wearing it?
OMG She is super cool! (just kidding haha) I’m not sure but that’s the vibe 
and the movement I want to create with my brand. Kind of a community 
more than just “a brand”.
What are the brands Casa Borrell identify with?
I admire Stella McCartney. I’m not sure I can identify with them but I love their 
approach to fashion and sustainability. Another one would be Carolina Her-
rera and Tory Burch. These are not equestrian brands but I don’t relate Casa 
Borrell to any equestrian brand.
What are the brands Casa Borrell doesn’t want to identify with?
Kingsland, Animo.
What are the brands Casa Borrell  would like to identify with in the 
future?
As an exclusive brand for women I always say I would like for it to become
the Victorias Secret of the Equestrian World.
Which brand does Casa Borrell see as the biggest competition at the 
moment?
Charles Ancona mostly because he aims to manufacture show jackets in
New York as we also do.
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